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Tourism  and  Film  Marketing  Plan 

1997-1998  Executive  Summary 


Montana's  tounsm  and  recreation  industry  grew  rapidly  in  the  previous  six 
years,  and  today  it  is  considered  Montana's  second  leading  industry.  This  fact 
reinforces  the  importance  of  our  marketing  efforts,  as  well  as  the  respon- 
sibility we  have  to  protect  and  enhance  the  treasures  we  want  to  share  with 
the  rest  of  the  worid. 

Travel  Montana's  mission  is  to  strengthen  Montana's  economy  by  seeking 
to  increase  non-resident  travel,  and  motion  pictures  and  commercials  filmed 
in  Montana.  This  mission  is  acted  on  by  promoting  the  state  as  a  vacation 
destination,  advocating  responsible  development  of  the  Montana  vacation 
product  and  marketing  Montana  as  a  film  location. 


Marketing  Objectives 


Travel  Montana's  programs  are  intended  to  accomplish  objectives  which 
balance  the  goals  of  meaningful  growth,  responsible  development  and 
cooperation  with  others  in  the  state  who  have  an  interest  in  Montana's 
tourism  industry.  These  seven  marketing  objectives  were  developed  in  our 
five-year  marketing  plan  (FY  1994  through  FY  1998)  and  continue  to  guide 
Travel  Montana's  activities. 


Objective  •  1 

Increase  visitor  expenditures  in  Montana  an  average  of  5%  per  year, 
with  emphasis  on  raising  per-visit  expenditures  and  length  of  stay. 

Objective  •  2 

Increase  overall  labor  income  (travel  payroll)  derived  from  the 
tourism  and  recreation  industry  an  average  of  3%-5%  per  year. 

Objective  •  3 

Increase  in-state  expenditures  generated  from  motion  picture  and 
commercial  productions  filmed  in  Montana. 

Objective  •  4 

Raise  labor  income  (travel  payroll)  derived  from  the  tourism  industry 
during  the  fall,  spring  and  winter  seasons. 


Objective  •  5 

Increase  labor  income  derived  from  the  tourism  industry  in  less- 
traveled  areas  of  the  state. 

Objective  •  6 

Support  tourism  development  and  grov^h  which  enhances  Montana's 

natural,  historical  and  cultural  resources,  and  mitigates  negative  impact. 

Objective  •  7 

Foster  cooperation  in  tourism  promotion  and  development  through 
all  sectors  of  the  tourism  industry. 


Montana  Tourism  Update 

1997-1998 


Tourism's  Economic  Benefit 

Travel  industry  growth  during  the  previous  decade  has  outpaced  all  other  natural  resource-based  basic 
in  Montana.  That  pace  continued  in  1 996  v^ith  7.8  million  visitors  spending  an  estimated  $  1 .26  billion  in 
an  increase  of  2. 1  %  over  visitor  expenditures  made  in  1 995. 


industries 
Montana, 


1996  Visitor  Expenditures  by  Quarter 


How  Visitors  Spend  Their  Travel  Dollar 


Winter 

$123  million 

9.7% 

Retail  Sales: 

$351  million 

27.8% 

Spring: 

$346  million 

27.3% 

Food  Service: 

$343  million 

27.1% 

Summer: 

$608  million 

48% 

Lodging: 

$236  million 

18.7% 

Fall: 

$190  million 

15% 

Gasoline/Oil: 
Other 

$226  million 
$  94  million 

17.9% 
7.5% 

Total: 

$1.26  billion 

Transportation: 

$  13  million 

1% 

Visitor  expenditures  circulate  through  a  broad  cross-section  of  the  Montana  economy  as  shown  above. 
Considering  the  indirect  and  induced  impacts  related  to  visitor  spending,  the  total  impact  of  tourism  to  Montana 
in  1 996  is  estimated  at  $2.7  billion. 


Tourism  and  Recreation  Related  Jobs 

Non-resident  visitor  expenditures  sustained  an  estimated  59,000 
jobs  in  1 996  and  travel  payroll  earned  by  Montana  workers  reached 
an  estimated  $779  million,  an  increase  of  2.1%  over  1995. 


Contribution  of  Motion  Pictures  and 
Commercials  Filmed  in  Montana 

Aside  from  the  exposure  gained  when  Montana  is  featured  in 
movies  and  commercials,  significant  economic  impact  is  generated 
from  this  aaivity.  In  1 996  millions  of  dollars  were  generated  by  over 
55  productions  which  included  location  filming  in  Montana. 


Support  for  Tourism  Development 
and  Industry  Cooperation 

One  of  the  main  goals  of  the  strategic  plan  was  to  redirect  some  of 
Travel  Montana's  resources  (financial  and  staff)  towards  the  appro- 
priate development  of  Montana's  tourism  related  infrastructure. 
Programs  that  have  been  developed  include: 

Rural  Tourism  Assessment  and  Development 

Tourism  Infrastructure  Investment  Grants 

Superhost  Customer  Service  Training 

Visitor  Information  Center  funding 

Creation  of  a  Cultural  Tounsm  Specialist  position 

Funds  for  State  Park  operations  and  maintenance,  capitol  tours, 

historic  rehabilitation  and  the  state's  trade  program. 

In  addition,  the  Tounsm  Advisory  Council  has  moved  to  equalize  the 
distribution  of  marketing  funds  to  less  traveled  areas  of  the  state's  by 
redirecting  regional  distribution. 

Cun-ently,  approximately  20%  of  accommodations  tax  collected  is 
directed  towards  infrastructure  needs  in  Montana. 


Travel  Montana  Programs 


The  following  pages  provide  an  overview  of  Travel  Montana's  programs  and  activities.  Because  these  are  undertaken  with  our  mission  and 
objectives  in  mind,  the  objectives  which  each  program  or  aaivity  is  intended  to  achieve  are  indicated. 


Program 


Objectives 


Consumer  Marketing 


Winter  Marketing 


Travel  Montana's  consumer  marketing  positions  Montana  as  a  prime  vacation  destination. 
Several  types  of  advertising  are  used,  often  in  cooperation  with  other  states  and  travel 
industry  partners.  Program  effectiveness  /s  monitored  and  evaluated  on  an  ongoing  basis. 


The  downhill  ski  advertising  co-op  includes  many  elements: 

TV  advertising  airs  in  regional  markets  and  on  cable  stations  in  major  markets,  Ski 
areas  may  buy  into  the  schedule,  inserting  vacation  package  infomnation  and  phone 
numbers  into  the  Montana  TV  spot 

Magazine  ads  are  placed  in  U.S.  ski  magazines.  Inquirers  may  request  the  option  of 
getting  information  from  Montana  ski  areas. 

The  Ski  Montana  Road  Show  —  hosted  by  ski  areas  in  key  markets  —  and  ski  report 
distribution  are  also  important  to  this  co-op  effort. 

Cross-Country  ski  magazine  advertising  targets  these  vi/inter  sport  enthusiasts  v»^ho 
seek  Montana  winter  vacation  information. 

Snowmobile  magazine  advertising  targets  the  winter  sports  enthusiasts  who  seek 
Montana  winter  vacation  information. 

An  in-state  winter  campaign  encourages  Montanans  to  explons  local  winter  activities. 

A  banner  ad  campaign  on  the  Internet  encourages  winter  enthusiasts  to  explore  Travel 
Montana's  winter  website. 

A  dinert  marketing  campaign  encourages  out-of-state  visitors  to  travel  to  Montana  in  the 
winter  nnonths. 
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Warm  Season 

Marketing 

(Spring/Summer/Fall) 


Opportunity 
Exhibiting 


Advertising  in  national  and  regional  magazines  reaches  consumers  most  likely  X      X 

to  travel  to  Montana,  conveying  an  image  of  Montana  as  a  unique  vacation 
destination  and  offering  vacation  planning  information. 

TV  advertising  helps  create  and  maintain  awareness  of  Montana  as  a  vacation  X      X 

destination.  It  is  targeted  to  reach  travelers  nationwide  in  both  nearby  major  metropolitan 
markets  as  well  as  other  specific  growth  markets.  Cable  advertising  allows  Travel  Montana 
to  target  specific  interest  groups  within  the  aforementioned  markets. 

Core  market  support  advertising  is  utilized  in  key  Montana  "feeder  markets."  This  X      X 

advertising  involves  newspaper,  radio,  billboard  and  Intemet  banner  advertising. 

The  MontanaAVyoming  marketing  co-op  allows  Travel  Montana  to  utilize  additional  X      X 

magazines  not  included  in  the  warm  season  media  plan  as  well  as  promoting  a  website 
specific  to  the  three  national  parks. 

A  banner  ad  campaign  on  the  Intemet  encourages  potential  visitors  to  explore  Travel  X      X 

Montana's  website. 

The  Invite-a-Friend-to-Visit  public  service  campaign  encourages  Montanans  to  invite  X      X 

fnends  and  relatives  to  visit  and  to  vacation  with  them  in-state.  TV,  radio,  newspaper 
and  mail-in  coupons  are  used. 

Matching  tourism  region  contributions,  this  program  will  provide  assistance  funding  for 
less  traveled  regions  to  develop  their  market. 
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Travel  Montana  provides  support  to  tourism  regions  who  elect  to  exhibit  under  the 
Montana  banner  at  selected  consumer  travel  shows. 


X 


X      X 
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Key  to  Marketing  Objectives  (abbreviated,  see  cover): 

•  I  —  Increase  visitor  expenditures;  '2  —  Increase  labor  income  overall;  '3  —  Increase  in-state  expenditures  from  motion  picture/commercial  filming;  -4  —  Raise  labor  income 

from  fall,  spring  winter  seasons:  '5  —  Increase  labor  income  from  less-traveled  areas;  -6  —  Support  appropriate  tourism  development:  '7  —  Foster  industry  cooperation. 


Program 


Consumer  Publications  Consumer  iravel  publicaiions  are  irnponani.  ojien  infiuenang  poienaal  visitors  to  choose 
Moniana  rather  than  other  vocation  destnatons.  Montana's  guides  are  consumer  driven  — 
designed  to  simplify  planning,  enhance  the  travel  experience  and  encourage  repeat  visits. 


Objectives 
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Vacation  Planning 
Packet 


Publications  used  to  respond  to  consumer  inquiries  include;  Vacation  Guide 

with  highway  map;  Travel  Planner  (specific  recreation  and  accommodations  information); 

and  Calendar  of  Events. 


X      X  X      X  X 


Specific  Publications 


Publications  that  detail  recreational  or  cultural  vacation  opportunities,  Winter  Guide, 
Fishing  Guide  and  Montana  Indian  Reservations  Brochure 


XX  X      X     X      X 


U.S.  and 
Canadian  Publicity 


Publicity  is  believable  and  effective  exposure  for  a  travel  destination.  Travel 
Montana  actively  seeks  publicity  in  national  magazines,  on  TV  programs  and  with 
regional /local  media.  An  evaluation  of  the  estimated  value  of  Travel  Montana's  media 
exposure  /s  mode  eoch  year. 


Publicity  Campaigns 


Travel  Montana  coordinates  efforts  to  promote  Montana  attractions  or  events 
statewide,  with  an  emphasis  on  those  in  less-traveled  areas  and  shoulder  seasons. 


X      X 


X       X 


Familiarization  Trips 
for  Writers 


Often  in  coordination  with  one  or  more  tourism  regions,  these  hosted  trips 
bring  selected  writers  to  Montana  to  gather  story  information. 


X      X 


X       X 


X 


Publicity  Assistance 
&  Communication 


Woilcing  with  tounsm  industry  partners,  Travel  Montana  helps  writers  get  to  XX  X       X      X      X 

Montana  by  an-anging  airfares,  lodging,  meals  and  transportation. 

Travel  Montana  acts  as  a  media  resource  for  photos  and  video  footage.  XX  XXX 

"Untold  Story  Leads,"  a  quarteriy  publicity  newsletter,  offers  brief  story  ideas  and  a  XX  X  X 

reminder  that  Montana  offei"s  great  travel  stories. 

Publicity  mailings,  including  press  kits  and  media-focused  event  calendars,  are  sent  XX  X  X 

on  a  regular  basis  to  important  media  contacts 


Montana  Travel  This  monthly  newsletter  offers  timely  bulletins  on  tourism  issues  and 

Update  reports,  to  help  keep  travel  industiy  partners  and  supporters  informed. 


X     X 


Overseas  Marketing 


Travel  Montana  aggressively  promotes  Montana  as  a  destination  to  the  international 
travel  trade  —  including  tour  operators  and  wholesalers,  travel  agencies  and  journalists  — 
with  particular  focus  on  the  United  Kingdom,  Germany,  France,  the  Netherlands.  Belgium, 
Taiwan  and  japan. 


Western  Europe  In  cooperation  with  Wyoming.  South  Dakota  and  Idaho,  Montana  is  marketed  by  a  XX  X  XX 

travel  representative  —  Rocky  Mountain  International  (RMI).  These  efforts  include 
travel  trade  shows,  sales  missions,  FAM  tours  and  movie  promotions. 


Pacific  Rim 


Montana  Trade  Office  staff  in  Kumamoto  (Japan)  and  Taipei  (Taiwan)  promote 
Montana  in  their  countries.  Sales  calls  are  made  by  Travel  Montana  to  the  U.S. 
offices  of  Japanese  and  Taiwanese  tour  companies.  In  addition,  Montana,  Wyoming 
and  South  Dakota  contract  with  Osamu  Hoshino  through  RMI  to  coordinate  our 
Pacific  Rim  marketing  efforts. 


X      X 


X  XX 


General  Overseas 

Promotional 

Activities 


Travel  Montana,  often  with  private  sector  delegates,  participates  in  key 
international  travel  trade  shows  in  the  U.S.  and  western  Europe. 

Familiarization  tours  for  tour  operators  and  travel  joumalists  will  again  be  conducted 
in  1997-98. 

An  Overseas  Mari<eting  Wori<shop  will  be  offered  in  the  spring  of  1998  for  Montana 
businesses  interested  in  marketing  to  overseas  visitors. 


X      X 
X      X 


XX  X 

X     X 


Key  to  Marketing  Objectives  (abbreviated,  see  cover): 

•  I  —  Increase  visitor  expenditures;  '2  —  Increase  labor  Income  overall;  '3  —  Increase  In-state  expenditures  from  motion  picture/commercial  filming;  '4  —  Raise  labor  Income 

from  fall,  spring,  winter  seasons;  -5  —  Increase  labor  Income  from  less-traveled  areas;  '6  —  Support  appropriate  tourism  development;  -7  —  Foster  Industry  cooperation. 


Program 

U.S.  and  Canadian  Moniana  is  promoted  directly  w  group  tour  operators  and  wholesalers  as  an  all- 

Group  Travel  Marketing    season  tour  desvnavon  and  tour  stopover  which  offers  a  vanety  of  tour  itineranes. 


Group  Travel 
Industry 
Communication 
and  Support 


Advertising 


Group  Travel 
Workshop 


Familiarization  tours  provide  site  evaluation  opportunities. 

Direct  mailings  provide  current  infomiation  and  promotional  materials. 

Personal  contacts  with  group  tour  operators  are  made  through  sales  calls  and  by 
attending  select  travel  trade  shows  and  conventions. 

The  Montana  Group  Tour  Planning  Guide  is  a  complete  planning  reference  for  group 
tour  operators. 


Cooperative  advertising  with  pnvate  sector  partners  runs  in  magazines  that  target  tour       X 
operators  and  suppliers  in  order  to  heighten  their  awareness  of  group  travel 
opportunities  in  Montana. 


A  seminar  which  focuses  on  techniques  for  developing  group  tour  business  is  offered 
to  Montana  travel  industry  partners. 


Objectives 
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Meetings  and 

Conventions 

Marketing 

Advertising 


Montana  Meeting 
Planner's  Guide 

Trade  Shows 


Travel  Montana  is  continuing  to  expand  its  efforts  to  market  Montana  as  a  location  for 
meetings,  seminars  and  conventions,  communicating  a  positive  image  of  Montana  and 
coordinating  sales  lead  follow  up  with  the  stale's  convention  and  visitor  bureaus  (CVBs). 


Travel  Montana  advertises  — •  in  cooperation  with  the  CVBs  —  in  publications  which 
target  those  who  influence  or  make  decisions  about  the  location  of  meetings,  seminars 
and  conventions. 


X      X 


This  guide  is  a  complete  resource  for  meeting  planners  and  is  used  to  fulfill  inquiries  to      X      X 
the  advertising,  as  well  as  other  requests. 


Travel  Montana  will  attend  up  to  four  shows,  sharing  booth  space  with  interested 
CVBs  whenever  possible. 


X      X 


X       X      X      X 


X       X      X      X 


X       X      X      X 


Direct  Mail 


Invite-a-Convention 


Direct  mail  to  about  1 0,000  targeted  meeting  planners  throughout  the  U.S.  will  include 
a  retum  reply  card  for  additional  information.  The  fulfillment  mailing  will  include  a 
letter  from  the  Govemor  and  the  Montana  Meeting  Planner's  Guide. 

By  a  letter  from  the  Govemor,  this  campaign  encourages  state  employees  and  other 
citizens  who  attend  business  or  association  conventions  to  invite  future  conventions  to 
Montana. 


X 


X 


X      X      X      X 


X  X 


X      X 


Film  Industry  The  Montana  Film  Office  markets  the  state  as  a  unique  film  location  for  feature  films, 

ProiTlotlon  and  commercio/s,  television  programs,  documentaries,  music  videos  and  still 

Services  photography. 


Advertising  and 
Marketing 


Montana  Production 
Guide 


Trade  magazine  advertising,  targeted  to  reach  location  decision  makers,  conveys  an 
image  and  builds  awareness  of  Montana  as  a  prime  filming  location.  A  location 
brochure,  promotional  poster,  postcards  and  calendars  —  distributed  by  direct  mail 
and  at  trade  shows  also  reinforce  awareness. 

The  Montana  Production  Guide,  a  complete  reference  for  shooting  a  production  m 
Montana,  is  distnbuted  to  key  location  decision  makers. 


Trade  Shows  and  Representing  Montana  at  major  film  industry  trade  shows  and  festivals  allows  Film 

Film  Festivals  Office  staff  to  increase  awareness  and  knowledge  of  the  state  through  personal 

contaa  with  producers,  directors  and  location  scouts. 

Film  Industry  Support     Film  Office  staff  provide  infonmation,  location  photos,  scouting,  liaison  and  other 

support  services  to  producers,  directors,  location  managers  and  industry  executives. 


X 


X 


X 


X 


Key  CO  Marketing  Objectives  (abbreviated,  tee  cover): 

•  I  —  Increase  visitor  expenditures;  •  2  —  Increase  labor  Income  overall;  •  3  —  Increase  In-state  expenditures  from  motion  picture/commercial  filming;  •  4  —  Raise  labor  income 

from  fall,  spring,  winter  seasons;  -S  —  Increase  labor  income  from  less-traveled  areas;  -6  —  Support  appropriate  tourism  development;  -7  —  Foster  industry  cooperation. 


Program 


Objectives 


Information  Services 


Travel  Counseling  & 
Inquiry  Processing 


Inquiry  Fulfillment 


Reaching  consumers  with  timely,  accurate  infomiation  about  Montana  requires  a  range  of 
formats  and  technologies.  From  direct  travel  counseling  to  electronic  marketing  Travel 
Montana  provides  consumers  with  the  information  they  need  to  make  travel  decisions,  and 
tracks  inquiry  data  for  evaluation  of  marketing  programs. 


2     3     4      5      6     7 


Each  year  Travel  Montana  receives  approximately  400.000.  requests  for  vacation  XX  XX 

infomnation.  Fulfillment  and  telemarketing  setA/ices  are  provided  by  contract.  Inquiries  are 
entered  into  a  computer  database  for  fulfillment  by  e-mail,  fax  or  mail.  These  inquiries  are 
used  to  track  advertising  results  and  to  provide  an  analysis  of  potential  travelers. 


Inquiries  for  infoimation  are  processed  within  tv^o  working  days;  most  packets  are  sent 
by  bulk  mail  usually  arriving  within  two  weeks.  Ongoing  bulk  distribution  of  travel 
publications  is  provided  throughout  the  state. 


X 


X      X 


X 


Interactive  Travel 
Information  Systems 


The  development  of  a  statewide  infomnation  system  will  compile  the  tourism  and  recreation 
resources  of  Montana's  state  and  federal  agencies  state-of-the-art  multimedia  computers/stem. 
The  systems  will  be  available  statewide  to  provide  visitors  with  up-to-date  information. 


X      X 


X      X      X      X 


Electronic  Marketing 
Systems 


Montana's  travel  and  recreation  infomnation  will  be  made  available  through  a  number  of    X 
electronic  services  such  as  the  Worid  Wide  Web  on  the  Intemet  This  cost-effertive 
method  of  disseminating  travel  infomnation  will  give  consumers  the  ability  to  obtain 
Montana  information  "instantly"  through  various  computer  serv'ices. 


X      X     X      X      X     X 


Tourism  Development 
and  Education 


Because  coordination  within  the  Montana  tourism  industry  is  increasingly  important  Travel 
Montana  will  facilitate  tourism-related  efforts  between  state  and  federal  agencies  and  will 
enhance  its  development  and  education  outreach  to  Montana  communities. 


interagency  Travel  Montana,  as  a  member  of  the  Montana  Tounsm  &  Recreation  Initiative  X      X 

Coordination  (MTRI).  will  seek  interagency  partnerships  to  address  tourism  and  recreation  issues  and 

opportunities.  A  new  MTRI  Coordinator  (to  be  funded  by,  and  officed  in  Travel  Montana) 
will  provide  overall  management  to  this  coalition  of  1 3  state  and  federal  agencies. 


X      X     X     X 


Cultural  Tourism 
Development  and 
Promotion 

Strategic  Planning 


Travel  Montana,  through  its  new  Cultural  Tourism  Program,  will  work  to  enhance  XX  XXX 

communications  with  the  arts,  humanities  and  preservation  interests,  while  continuing 
to  assist  in  the  development  and  promotion  of  tourism  within  Montana's  Indian  Country. 


Travel  Montana  will  complete  the  review  and  update  progress  on  both  the  Five-Year 
Strategic  Tounsm  Plan  and  the  Five-Year  Mari<eting  Plan  in  FY  1 998. 


X      X       X     X 


X      X 


Funding  Procurement 


Travel  Montana  continues  to  research  and  pursue  alternative  funding  through  grants 
and  sponsorships  to  complement  lodging  tax  funds. 


X     X 


Rural  Tourism  To  assist  njral  Montana  communities  considenng  the  possible  economic  potential  of 

Assessment  tounsm,  Travel  Montana  —  in  partnership  with  the  Montana  State  University  Extension 

Program  —  facilitates  a  community  tourism  assessment  and  development  program. 


Education 


Working  with  various  public  agencies,  Travel  Montana  will  coordinate  and  help  fund 
training  on  topics  like  fanm  and  ranch  vacations,  tourism  business  plans,  and  develop- 
ment feasibility  studies. 


XXX 


X     X 


Tourism  Infrastructure  As  Travel  Montana's  investment  program,  this  program  will  generate  grant  funding  to 
Investment  Program  facilitate  the  development  of  new  tourism  related  products,  and  the  enhancement  of 
(TUP)  existing  products  which  have  the  potential  to  extend  a  visitor's  stay  in  Montana. 


X 
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Tourism  Awareness 
Campaign 


A  tourism  awareness  campaign  will  be  developed  to  educate  Montanans  about  the 
important  role  tourism  plays  in  the  state's  economy. 


X 
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Superhost  Training 
Program 


The  Supertiost  program  seeks  to  create  awareness  of  Montana's  visitor  opportunities 
and  enhance  the  level  of  customer  service  provided  by  businesses,  attractions,  commu- 
nities and  Indian  reservations.  The  program's  main  goal  is  to  entice  visitors  to  stay 
longer,  return  again  and  encourage  others  to  visit. 
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Key  to  Marketing  Objectives  (abbreviated,  see  cover): 

•  I  —  Increase  visitor  expenditures;  -2  —  Increase  labor  income  overall;  O  —  Increase  in-state  expenditures  from  motion  picture/commercial  filming  '4  —  Raise  labor  income 

from  fall,  spring,  winter  seasons;  '5  —  Increase  labor  income  from  less-traveled  areas;  -6  —  Support  appropriate  tourism  development;  •/  —  Foster  industry  cooperation. 


Program 


Objectives 


Industry  services  Travel  Montana's  Industry  Service  programs  and  activities  provide  essential  support  to 

Montana's  non-profit  tourism  organizations,  as  well  as  marketing  and  human  resource 
information  and  training  to  Montana  communities,  Indian  resenations  and  businesses. 
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Disbursement  of 
Lodging  Tax  Funds  to 
Certified  Tourism 
Organizations 


Visitor  Information 
Centers  and 
Resources 


The  Lodging  Tax  law  earmarks  25%  of  funds  going  to  the  Department  of  Commerce 
for  return  to  1 5  certified  local  and  regional  tourism  organizations  for  marketing  projects. 
Travel  Montana  administers  this  distribution  by  reviewing  and  presenting  funding 
requests  to  the  Tourism  Advisory  Council  for  their  approval,  assunng  legal  and  financial 
compliance  and  providing  project  follow-up  and  audits. 

In  cooperation  with  seven  communities,  Travel  Montana  is  helping  to  provide  up-to- 
date  Visitor  Information  Centers  with:  VIC  training,  the  Quick  Reference  Guide  and  a 
link  to  Montana's  interactive  travel  information  computer  system. 


Governor's  Conference   The  Governor's  Conference  on  Tourism  and  Recreation  builds  industry  awareness, 
consensus  for  the  direction  of  the  state's  travel  industry  and  provides  marketing  tips, 
research  about  current  travel  trends  and  practical  "how-to"  workshops.  The  1998 
conference  will  be  Apnl  6-7,  in  Kalispell. 
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Certified  Tourism  Organizations 

Twenty-five  percent  of  Montana's  tourisnn  budget  is  legislatively 
allocated  to  1 5  certified  tourism  organizations — private,  non-profit 
corporations  that  nnarket  specific  regions  and  cities  in  the  state. 
Under  the  direction  and  guidance  of  the  Tourism  Advisory  Council, 
these  organizations  submit  annual  marketing  plans  which  are  on  file 
at  Travel  Montana. 


Tourism  Funding 


Our  state's  dramatic  tourism  growth  since  1 988  is  directly  tied  to  the 
Montana  Legislature's  creation,  in  1 987.  of  a  dedicated  accommoda- 
tions tax  Montana  funds  its  travel  and  tourism  marketing  programs 
solely  from  this  source,  with  no  dollars  from  the  state's  general  fund. 

Fiscal  Year  1998  Accommodations  Tax  Funding 

Revenue: 

Projeaed  Lodging  Tax  Revenue „ ...$9,537,000 


Histonc  Preservation  Commission  (Virginia  City) 

Available  for  Distribution _ __ 

Use  of  Funds: 

State  Parks  Operations  &  Maintenance  -  6.5% 

Department  of  Revenue  -  3%  (Tax  colleaion  costs  &  refund 
of  tax  paid  by  state  employees) .- _.. 


,..($400,000) 
.$9,137,000 

.....(593.905) 

..($274,110) 
..($228,425) 
($91,370) 


University  System  -  2.5%  (Tourism  &  Recreation  Research) ..„ 

Histoncal  Society  -  \%  (Histoncal  Sites  and  Signage) 

Available  for  Department  of  Commerce  -  87% 

(Regions/CVBs  and  Travel  Montana) $7,949, 190 

Regions/CVBs  Tounsm  Martceting  -  21.75%.... $1,987,298 

Travel  Montana  Programs  -  65.25%... $5,961,893 

Projected  Travel  Montana  FY  1 998  Budget 

Funds  Available  from  Accommodations  Tax $5,961,893 

Income  from  ad  sales,  co-op  projeas.  training,  etc $566,900 

Community  &  Infrastruaure  Grants  Program _ ($370,000) 

Legislatively  mandated  support  for  the  Montana 

Trade  Program ($200,000) 

Legislatively  mandated  support  for  Capitol  tours  & 

Onginai  Governor's  Mansion  Restoration _ ($75,000) 

Toul  Funds  Available/Projected  Budget _ $5,883,793 


Missoul* 


The  existence  of  this  funding,  and  the  valuable  promotional 
efforts  it  has  allowed,  are  essential  to  maintaining  and  increasing 
tourism  growth  into  the  future,  with  widespread  economic 
benefits  to  all  Montanans. 

How  Travel  Montana  Funds  Are  Spent 
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